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SUGGESTIONS FOR EXTENSION MARKETING ACTIVITIBS TO COMPLY WITH 


PUBLIC LAW 733 1/ 


General Situation 


Our expanding economy has created new and complex problems in the marketing 
and distribution of agricultural productse The objectives and provisions 

of Public Law 733 are a recognition of these facts. Attainment of the objec=” 
tives of this act is a challenge to the agricultural leadership of the Nation, 
requiring cooperation of all the State and Federal agencies concernede 


The needs in the field of marketing farm products are so broad and so complex 
that it will take the combined efforts of all agencies en-aged in marketing 
work to assure more rapid progresse It is essential that the State experiment 
stations, State extension services, and the State departments of agriculture 
cooperate closely in formulating ear conducting programse Each agency will make 
its particular contribution, with the State e ctension service performing the 
marketing educational and demonstration worke There will be many instances when 
these agencies should combine their resources in planning ond carrying out 
specific programse Also, the solution of many marketing problems is intimately 
associated with consumer domandse This suggests that more attention should be 


given to consumer educational services to people in urban areas. 


Area Avproach to Marketing Activities 


It must be recognized that many marketing problems reach beyond State lines and 
have to be dealt with on a regional or even a natimal basis. Therefore, in 
developing marketing programs it is frequently necessary to use regional and 
national resources and facilitios. This makes necessary close cooperation among 
the Statcs and between the State and Federal Governments. Cooperation should 
also include industry and the tradc, as wcll as consumer and produccr groupSe 


The success of the New England Research Council and similar groups in a regional 
approach to research problems has demonstrated the advantage of this approach 

and suggests the desirability of regional councils as vehicles to foster ressarch 
and extension work for States with similar problems and, common markots. 


The regional approach in marketing extension is relatively new. Serious study 
and consideration by administrators and suojcct-matter specialists will be re-= 
quired if marketing problems are to be solved and if the most ge ae use is 
to be made of limited funds. 


State Committce 


° ‘ s : = ° : a 
Recognizing the cooperative offort required of marketing agencics in determin- 
ing necds and proposed programs, it is sugscsted thet an advisory conmittec be 


1/ Propared by a group of Statc and Federal extension workers at tho suggcstion 
of State extension directors conferring on Public Law 733, on Soptember 5,1946. 
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set up “in each State, somewhat comparable to the Netional Committee which is 
provided for under title III of Public Law 733, 


Institutional Cormitteec 


In order that cach land-grant college may fully utilize the resources of the 
institution to carry out the purposes of the act, it is suggested that the 
director of extension consult with the proper administrative authority con- 
cerning the establishment of an institutional committoce 


Allocation of Funds 


No allocation of funds to the States is contomplated on 2 formula basis under 

title II. ths Socrotary of Agriculturo is authorized to allot funds as ho 

may deem appropriate for cooperative projects in markoting sorvicc and in mar- 

oe roscarchy provided they are matched with funds in addition to those al- 
cady in use for marketing work. Information available at present suggests that 


ote may be made available, when appropriated, by pratt eh tee of specific mar- 


coe 


keting projects on cithor a State or regional basis os provided in Public Law 733- 


lt is, therofore, recommended that cach extciusion dircctor proceed imnediatecly 
to survey the most important marketing problems and prepare individual project 
plans for each, setting out the ssone of the problom, proposed oxtonsion activi- 
tices which will load to its solution, additional funds and facilitics nocded, 
and cooperation necessary with other agoncics or other Statos. These plans 
should bo availablo for prosontation to the propcr authority on notificatione 


\ 


Present Extension Marketing Programs 


Bxtonsion markoting work is concerned with the dissemination of usoful and prac-* 
tical marketing information to producers, marketing agencies, and consumers at 
local, State, rogional and national-levelse Resoarch information in the fiold 
of markoting ond distribution has boon relatively limited, which, with lack of 
funds and of trained markcting personnol in oxtension, has resulted in inadequate 
extension programs in this fiold in o numbor of Statose 


A reviow of extonsion marketing work now in progress shows that State extension 
services throughout the country have centered choay activitios in markoting 
largely on: bringing about a bettor understandins regarding 


le Costs of distribution and spreads botweon price s recoived by farmers 
-and those paid by consumerse 4 


2e The nood for climinating unnoccssary aupli cation in handling and in 
the porformance of marketing functions 


Se Tho necessity of providing now methods and improving present methods 
and markoting facilities, including hendling, storing, procossing, J 
transporting, and distributin ie agricultural products. 


4. Changes that aro talis z place in market outlets and consumer deman 
PO sek ae Papduo tas ee eee 
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Se &fficient production of tho qumtity, quality, and varicty of 
products in keeping with specific markot domands, and the necossary 
stendardizing, grading, and packing to promote groator cfficiency 
in marketing and in consumor buying-e 


6e The place of cooperative marketing ond purchasing associations in 
the marketing system, essentials for their success, the principles 
on which they operate, and thoir mothods of performing services to 
farmors.e 


(fe Interpretation of marketing and farm and home outlook information, 
how market prices are madé, and tho influonce of tho goneral pren 
level and gensral economic inte on the price and markot out- 
lets for farn productse 

Se Moking bettcor use of accurate marketing information on whith may be 

based decisions where and when to soll most advantagcously, and to 

provide consumers a basis for improving buying practicos, 


Je Tho use of credit, income, and savings with particular roeferenco to 
distribution both by in as th hie .ls and by cooperative associations. 


10. Changes in ceiling prices, supports, and subsidics, and soteaside 
and marketing control orderse 


ll. Essentials of adequate nutrition and "good buymanship principl s" 
in food, toxtiles, clothing, house furnishing, and household equip- 
monte 


12. Movoment of surplus products into consuming chanzols at scasonal 
peaks by providing information to consumors in a fow citicse 


* 


Suggested Extcnsion Marketing fatale ttt ne 
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_in outlining possible extension markoting proje octs for consideration under 

‘Public Law 733, consideoration must be: given to the sclection of those probloms 
which can stand close and careful scrutinye Consideration also should be given 
to both the immediate and long-timo application. Adequacy of results of research 
available or to be available in the near future should not bo overlooked. Un- 
doubtedly, in the roadjustmont poriod ahead, many marketing problems will dovelop, 
requiring immediate action. The Extension a with its county workers in 

cach Stato, is in a position to initiate action and, with tho assistance and co= 
operation of the State agricultural oxperinent station, to obtain the necessary 
information for offcring solutions to problems as they arisde 


Extcnsion and research offorts in tho States should supplement cach other through 
collaboration in the formulation of research snd oxtension programs. The oppor- 
tunity exists for Extension to point out needs for researche the responsibility 
of conducting educational work with.tho results of roscarch work in marketing 
rests with the Statc oxtension sorvices.e There is a neod in many casos for 
individual workers to do both research and extension in tho’ficld of markoting 

_ agricultural productse 
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The following are some of the activities which have been suggested by a group 
of Extension workers as fields of oducational work which the Federal and State 
extension services should consider in carrying out Extension's responsibilities 
under the provisions of title II of the Agricultural Marketing Act cf 1946. 
(See sections 202 and 203.) — 


le Interpretation and Dissemination of Marketing Informatione 

a 

(a) Market areae--Short-time changes in marke t prices and reccipts 

on o market-area basis, crop and livestock production estimates, 

shipping point and terminal market reportse .- 

(b) General outlocke--Price, production, and marketing situation, 

long-term and short-run adjustments to meet changing marketing con- 

ditionsSe 
aa) ee Ue sks 
* Price trends and relationships, factors influencing price fluctuations, 
inflation and deflation, the parity concept, tvo-price system, clasticity 
of demand, etc. 
$e Grading and Quality Programse 

This includes the place.of grades in the marketing process ond an 
understanding of standards of quality, and changes in grade standards 
which will more accurately reflect consumor preferences and the efficient 
utilization of agricultural productse : * 
4e Processing, Packaging, and Merchandisinge 

. . - ; > 

Technological doveclopmonts such as quick freezing and dehydration, 
merchandising practices such as vnit packaging, cut-up poultry, and solf+ 
sorvice retailing; shifts in utilization. 

5 Marketing Marginse 
Costs and agencies involved, services performed, possible savingSe 
6. Job Analysis and Work Simplification. 

This is a newer type of educational activity which gives promise of 
contributing to increases in efficicnoy in marketing. Information about 
research on this type of activity may bo obtained from the Florida and 
Purdue experiment stationse 
7. Now and Improved Markoting Facilitics. | * 

} 
‘Local, .regional, and terminal markets for assembly and redistribution. 
6 


8. Efficiont Use of Markcting Facilitics and Servicose 
This would include such problems as overlapping truck’ routos, shorton= 
ing of the marketing process through consolidation of functions, coneoli- 


dation of existing agencies into more economical operating units,, otc» 
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9. Transportation Rates, Practices, Scrvicos, and Fac 


Development of improved transportation services and methods, including 
air transport and refrigerated cars andt ruckse 


10. Financing Markcting. 

Understanding of the sources and propor use of moncy and credit. 
lle Cooperative Marketing and Purchasing. 

RR ARES RE a RR A A RE EN AN NS oS EIS SSE A GE SR 

Possibilitics and limitations of cooperative activity in the solution 
of marketing, purchasing, and scervico problems; prineiplos underlying 
operationse 


12e Consumer Bducation.e 


To conduct and cooperato in consuncr oducation for the more offoctive 
utilization and greatcr consumtion of agricultural products. 


13. Irade FParrierse 


Interstate ond intrastato cooperation on laws, regulations, and local 
ordinancose 


14, Intcrnational Markctse 

Complete and up-to-date. information concerning tho dovcolopment and 
availability of foroign markets as groator outlets for agricultural 
products. 
15. Shifts in Regional Advantaros 
s in the goography of production ond consumption, now production 


re) 
ting techniques such as now insecticides, furthcr mechanization, 
ozing, air transport, and other technological changese 


Chang 
and marke 
quick fre 

Mi 


16¢ Concentration of Control in Markoting and Distributione 


Use of national advertising, control ovor patont rights, ond large-= 
scale operation through cuntralizod controle 


17. Governmont Participation in Marketing and Distributione 
PRE ES OE I EE A TI OR EEE A TR OO AE OR SLE AE AREA; ACRES SARE RIE ACE SEPA SIES EB ERE COOLS, EE IN = GETTER SBE LES SET EEE 


Price supports, subsidics, marketing ogreoments and orders, production 
odjustmont, commedity loans, surplus disposal, school lunches, otce 


18. Effectivonoss of Extonsion Markoting Programs and Techniqucs,s 

ee SIS ES SS RE SE EEE IEEE ARES SE Cm Ng a ERED SEIS SE EE 

Study and appraisal of the current methods and techniques in carrying 
on cducational prozroms-in marketing to dotermine the influence of such 


programs on producors, marketing agoncios, and consumcrse 
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